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ABSTRACT  
Users strive for a more complete and satisfying experience with IS (Information Systems); an experience that not only 
achieves well-defined goals but also involves the senses and generates affective response (Bly, Cook, Bickmore, Churchill, 
and Sullivan, 1998; Venkatesh and Brown, 2001). It has been argued that modern design has placed too much emphasis on 
utilitarian issues and not enough on hedonic aspects such as pleasure, fun, and excitement, which are fundamental motivators 
of human behavior (Green and Jordan, 2002; Coates, 2003; Hassenzahl, 2003; Norman 2004(a)). There is also a general lack 
of activity in development of theories, practices and engineering methods to integrate hedonic attributes in a product with 
those that provide utility. This study fills this gap by suggesting a model for balancing the utilitarian and hedonic features of 
IS products to engender a holistic user experience. 
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INTRODUCTION 
Until the first quarter of the twentieth century, more than two hundred years after the industrial revolution, the design of 
commodities and mass production artifacts were quite devoid of hedonic considerations. Later the pioneering work in 
industrial design such as Loewy and Dreyfuss (Petroski, 1993) saw the introduction of aesthetic considerations to mass 
production. Likewise, the relatively young software engineering discipline has so far focused largely on utilitarian aspects of 
IS products rather than the hedonic. The reason may lie in the computing disciplines‟ origins in disciplines that emphasize 
hard science, efficiency, and utility (Tractinsky, 2006). The present set of engineering techniques take a narrow view of 
users‟ experience by considering only user requirements for work related activities (Stelmaszewska, Fields, and Blanford, 
2004).  Customers want products “that dazzle their senses, touch their hearts and stimulate their minds” (Schmitt, 1999). 
They take functional features and benefits for granted.   
There is mounting evidence in support of the importance of hedonic attributes in IS products. For example, Apple‟s iMac was 
heralded as the “aesthetic revolution in computing,” and an indication that the visual appearance of IS has become a major 
factor in buyers‟ purchase decisions (Postrel, 2001). The growing demand for personalized user interface seems to spring 
from a quest for richer and more affective experiences (Blom and Monk, 2003). Aesthetics, an important determinant of 
pleasure experienced by the user during interaction with an IS (Jordan, 1998), was found to be highly correlated with 
perceptions of the systems‟ usability both before (Tractinsky, 2000) and after the interaction (Tractinsky, Shoval-Katz, and 
Ikar, 2000) and with user satisfaction (Lindgaard and Dudek, 2003).  Aesthetics is often the only differentiating factor in 
crowded or mature markets (Artacho-Ramirez, Diego-Mas, and Alcaide-Marzal, 2008; Postrel, 2001; Tractinsky and Zmiri, 
2006); and customers expect attractive things to work better regardless of their real performance (Norman, 2002). Fogg et al 
(2002) found that users use the design look of a site as the most promising cue in evaluating the site‟s credibility. Lindgaard 
and Dudek (2003) found that using aesthetic Web sites yielded higher satisfaction, and in Schenkman and Jonsson (2000) 
aesthetics was related to overall preferences of web sites.  
Experiences that are intrinsically motivating, i.e. pleasurable and enjoyable are in and of themselves expected to dominate as 
predictors of usage intentions (Agarwal and Karahanna, 2000). Prior research proposed enjoyment as a determinant of 
behavioral intention (Davis, Bagozzi and Warshaw, 1992) and as a determinant of ease of use (Venkatesh, 2000). Hwang and 
Yi (2002) found enjoyment had a significant direct effect on ease of use. Even mildly positive affective states profoundly 
affect the flexibility and efficiency of thinking and problem solving (Hirt, Melton, McDonald and Harackiewicz, 1996; Isen, 
2000; Murray, Sujan, Hirt, & Sujan, 1990). Isen (2001) found that decision makers‟ performance improves when positive 
affect is induced in various settings.  Keeping a user happy may not only affect satisfaction, but may also lead to efficiency 
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and creativity (Brave and Nass, 2003). As noted by Webster and Martocchio (1992), play represents an extremely important 
aspect of work. Making things beautiful, interesting or enjoyable is as important as making them work.   
Norman (1998) suggests that as the functionality of new IS products satisfies users‟ needs, and as the price of systems 
decrease, the competition becomes more oriented toward enhancing the users‟ experience rather than toward improving 
functionality. Once IS provides the required features at ever-decreasing prices, considerations of convenience and reliability, 
and, later, of appearance and symbolic ownership, become more important. Norman compares this process to the state of the 
watch industry, which long ago passed users‟ technological requirements: watches are now often marketed as objects of 
fashion or emotion.  
However, this does not imply “overselling glitz and fashion in lieu of substance and usefulness” (Tractinsky, 2004). Unlike 
the arts where beauty may be the sole or chief end, in industrial products beauty can only be part of their total meaning. A 
good design is one that keeps the form, function and the aesthetic quality in balance. To produce an elegant IS product, it is 
not only important to identify those features that serve the basic product function and those that make the product attractive, 
but also to understand the set of rules to strike a right balance between the utilitarian and the hedonic.  
THEORETICAL FOUNDATIONS 
A study of relevant literature in the areas of IS, customer satisfaction and emotions psychology revealed key concepts 
necessary for providing a holistic user experience: 
Utilitarian benefits of a product are those pertaining to instrumental and functional, whereas hedonic benefits are those 
pertaining to the aesthetics and the experiential (Chitturi, 2009). While the utilitarian are useful and practical, something 
which helps a user achieve a goal, the hedonic user experience includes pleasure, enjoyment, fantasy, excitement and fun 
caused by novelty, feel good, challenges/ achievement, interactivity (social element), evocation and appealingness 
(Stelmaszewska, Fields, and Blanford,  2004).  A hedonic-utilitarian distinction should be preferably viewed from users‟ 
perspective and not from the designers‟ or developers‟ perspective. Users‟, for example, may identify each feature to be built 
into an IS product as Hedonic or Utilitarian using the method described in Dhar and Wertenbroch (1999) by responding to the 
following definitions: Hedonic features are “Pleasant and fun, something that is enjoyable and appeals to your senses” 
(Holbrook and Hirschman, 1982); Utilitarian features are “useful, practical, functional, something that helps you achieve a 
goal” (Strahilevitz and Myers 1998).  
While building utilitarian features in a product causes user satisfaction, the hedonic evokes pleasure (Chitturi, Raghunathan 
and Mahajan 2008). The user response to utilitarian features is cognitively driven whereas that for hedonic features generates 
affective responses. Both the cognitive and affective appraisals are important. Cognitive satisfaction is an appraisal based on 
comparisons that do not rely on emotional judgments but instead are evaluations of conditions such as reliability, efficiency 
and performance. Affective appraisal is based on overall positive emotional appraisal. It focuses on whether a feature evokes 
good mood and positive feelings due to an innovative or an original solution, aesthetics or an unexpected feature that catches 
the imagination of the customer.  
Utilitarian features represent lower level needs of the customer. The lower level needs need to be satisfied before higher-
order needs can influence behavior (Malow, 1970). From another perspective Utilitarian features characterize Hygiene 
requirements (Zhang, and von Dran, 2000). Hygiene requirements when not met leads to dissatisfaction (Herzbeg, 1966). The 
utilitarian “shoulds” should be addressed first before the hedonic „wants” are met (Bazerman Tenbrunsel, and Wade-Benzoni, 
1998). Utilitarian benefits are primarily to avoid pain, whereas the goals served by Hedonic benefits are primarily to seek 
pleasure. Points of pain have to be eliminated first before providing pleasure (Keiningham and Vavra, 2001). Kivetz and 
Simonson (2002a) note that consumers attach greater weight to the Utilitarian (versus Hedonic) dimension, unless they 
believe that they have “earned the right to indulge.” This leads us to the first proposition:   
Proposition 1: Dissatisfied users will prefer Utilitarian IS features over Hedonic 
While utilitarian features represent “hygiene” factors” the hedonic features of a product are “motivators” (Zhang, and von 
Dran, 2000). While fulfilling hygiene factors can prevent dissatisfaction, it is the motivators that evoke pleasure.  After the 
lower-level needs have been met, customers will seek to fulfill their higher level needs (Maslow; 1970). They attach greater 
weight to Hedonic dimensions such as pleasure, joy or fun after a necessary level of functionality is met by the product 
(Chitturi et al., 2007).  This leads us to the second proposition: 
Proposition 2: Satisfied users will prefer Hedonic IS features over Utilitarian  
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THE HIERARCHICALMODEL 
From these propositions it is becomes apparent that developers should first fulfill the utilitarian expectations into the product 
to preclude dissatisfaction. However once the utilitarian benefits have been fulfilled the developers should focus on providing 
the hedonic benefits. Affective customer experience involves going beyond satisfaction to delivering what can be best 
described as a pleasurable experience for the client (Patterson, 1997). While the Utilitarian features in the product result in 
user satisfaction, the Hedonic features of the product results in pleasure (Chitturi, Raghunathan and Mahajan 2008). However 
the utilitarian expectations of the user must be fulfilled before Hedonic benefits are provided. Hedonic benefits are a 
necessary but not sufficient condition for positive affective experience.  
Evoking pleasure with an IS product entails satisfying the Hedonic and Utilitarian needs after identifying those features that 
the user consider Hedonic and those they consider Utilitarian. Creating a pleasurable experience for your customers first 
requires knowing and eliminating their points of pain, and then listening to their desires (Keiningham and Vavra, 2001).  In 
the zone of dissatisfaction the tradeoff between a utilitarian and hedonic should favor the utilitarian while in the zone of 
satisfaction the hedonic should be favored. Users‟ utilitarian needs are limited, but their hedonic wants are unlimited 
(Bazerman Tenbrunsel, and Wade-Benzoni, 1998). Adding hedonic features when utilitarian benefits have not been fulfilled 
will be unrenumerative, whereas adding utilitarian features in the zone of satisfaction will be unproductive. The “shoulds” 
should be satisfied first before addressing “wants” (Bazerman Tenbrunsel, and Wade-Benzoni, 1998). But once the “shoulds‟ 
are addressed it is the “wants‟ that will provide a defining experience to the users.  
Integrating these concepts lead us to the hierarchical model (Figure 1) for providing a holistic experience to IS users; an 
experience that not only generates the cognitive response of satisfaction by fulfilling the utilitarian expectations but also 
evokes affective response of pleasure, joy and fun by providing hedonic benefits. 
                                         
CONCLUSION 
This study examines the importance of hedonic considerations in product design. It suggests that for IS products the hedonic 
factors will become increasingly important. However, without a structure or a set of principles, engineering methods and 
practices for building hedonic features into an IS product will be difficult to develop and assess. In perhaps a first effort of its 
kind this research suggests a model for balancing the utilitarian and the hedonic user requirements to be built into an IS 
product. The proposed hierarchical model provides useful insights into the utilitarian-hedonic tradeoffs and is built on the 
foundations of key concepts derived from multiple theories and empirical findings. The principles emanating from the model 
can be used by practice to move beyond mere user satisfaction to evoke emotions such as pleasure, joy and fun. However,  it  
is  important  to  emphasize  that the suggested model  is  presented  for  the  purpose  of  initiating discussion,  dissection  
and  further  development.  As the practical implication of understanding the utilitarian-hedonic tradeoffs in developing IS 
products is substantial, future research may empirically test the model for its validity and usefulness.  
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